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[bookmark: _Toc225634048]Abstract
Social media influencer (SMI) marketing is now structurally important to modern consumer behaviour, but how the credibility of influencers is translated into purchase intention among Generation Z remains poorly understood at the qualitative level. The study will focus on Gen Z consumers' interpretation, negotiation, and action regarding the credibility and authenticity cues in influencer content across social media. The research will use a qualitative approach and interpretivist paradigm, and interview 20 purposely chosen Gen Z individuals who have already made at least one influencer-influenced purchase within the last 12 months. The thematic analysis framework of Braun and Clarke will be used to analyse the data. The expected results will produce contextually rich data on the meaning-making processes underlying the purchasing decision and the extension of the Source Credibility Model into a qualitative, Gen Z-specific setting, as well as provide actionable insights for practitioners of digital marketing.
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[bookmark: _Toc225634049]Introduction
[bookmark: _Toc225634050]Contextual Background
By 2023, the influencer marketing industry had reached a total of more than 21 billion in the global environment, which means that the process of building trust between a customer and a business was restored to the structure (Vrontis et al., 2021; Joshi et al., 2023). Compared to classic advertising, which relied on institutional credibility, social media influencer (SMI) marketing will rely on the perceived interpersonal relationship dynamic, best understood when it occurs within digitally native cohorts (George et al., 2025). The so-called Generation Z, which generally refers to people who were born between 1997 and 2012, is entirely socialised in such an environment, having advanced skills to discern between authentic and performative communication (Tirocchi, 2024). Influencer credibility, which comprises perceived expertise, trustworthiness, and attractiveness, has become the explanatory construct of greatest importance (Pan et al., 2024). Its connection with electronic word-of-mouth (eWOM) and purchase intention is sufficiently reported (Erkan and Evans, 2018; Tien, Amaya Rivas and Liao, 2019). In the same breath, the sensitivity of Gen Z to algorithmic curation and commercial manipulation has predetermined perceived authenticity as a theoretically independent variable acting on purchase behaviour (Cristobal Rodolfo Guerra-Tamez et al., 2024). However, the mainstream paradigm has measured these relations using closed-ended survey instruments, which produced high correlational data and low interpretative information about the way Gen Z buyers subjectively constitute and execute credibility verdicts.
[bookmark: _Toc225634051]Statement of the Research Problem
The fact that has been established is that purchase intention is positively related to the influencer's credibility among various demographic segments. The question that is yet to be adequately addressed is the subjective construction, negotiation, and behavioural responses of Generation Z customers to credibility and authenticity signals, and why different influencer messages stimulate varying behavioural reactions across platform environments. The quantitative paradigm of thought is dominant, and it creates statistically significant associations but fails to reach the processes of meaning-making underlying the associations. Such an interpretive gap is a major gap, which the proposed study fills using an interpretivist, qualitative design.
[bookmark: _Toc225634052]Significance of the Research
On the academic level, the given study applies the Source Credibility Model (SCM) to a Gen Z-specific and qualitatively based setting, which has not been studied by means of interpretivism. It adds a new theoretical suggestion on the configurational character of credibility dimensions in the process of making evaluations in Gen Z. In practice, the results will provide marketing strategists, brand managers, and SMI agencies with the evidence-based intelligence to create the campaigns that will appeal authentically to Gen Z, the demographic group that represents the larger consumer segment globally during the current decade.
[bookmark: _Toc225634053]Definition of Key Terms
Influencer Credibility is the level of competence, trustworthiness, and attractiveness of an audience towards a content creator in the tripartite expert, trustworthy, and attractive frameworks established in SCM (Schouten, Janssen and Verspaget, 2020). Perceived Authenticity is a multidimensional construct that functions as a meta-evaluative frame in the credibility-purchase intention relationship and indicates how much an influencer is perceived to be authentic, internally consistent, and not commercially distorted in the expression of self (Balaban and Szambolics, 2022). The direct outcome of Impression is the expressed desire of the consumer to buy a product, which is defined as Purchase Intention, after being influenced by the content of the influencers, and acts as a close intervention variable (Al-Mu'ani et al., 2023).
[bookmark: _Toc225634054]Research Aim
This research is expected to critically analyse the way Generation Z consumers perceive and react to the credibility and authenticity cues of the use of social media influencers and to explore the ways in which these perceptions can influence purchase intentions in the context of the digital media landscape in the United Kingdom.
[bookmark: _Toc225634055]Research Objectives
1. To investigate the way Gen Z consumers define and judge influencer credibility on social media platforms.
2. To explore the role of perceived authenticity in influencing Gen Z to trust and have a parasocial relationship with social media influencers.
3. To investigate the combined effect of the perception of credibility and authenticity on the purchase intentions of Gen Z.
4. To determine the effects of contextual and relational variables, such as platform architecture, type of influencer, and stage of relationships, that moderate credibility-to-intention relationships.
[bookmark: _Toc225634056] Research Questions
RQ1: What is the influence and evaluation process of influencer credibility within the social media experience among Gen Z consumers?
RQ2: How is perceived authenticity relevant to trust and parasocial relationships with social media influencers by Gen Z?
RQ3: What is the overall impact of credibility and authenticity perceptions on purchase intentions of the Gen Z consumers?
RQ4: What are the contextual and relational moderating factors of the effect of credibility perceptions on purchase intention among Generation Z?


[bookmark: _Toc225634057]Literature Review
[bookmark: _Toc225634058]Theoretical and Conceptual Foundations
The main theoretical framework of the research is based on the Source Credibility Model (SCM), which recognises the three dimensions of expertise, trustworthiness, and attractiveness as the tripartite dimensions, in which communicator credibility defines the persuasive effectiveness (Schouten, Janssen and Verspaget, 2020). When applied to SMI marketing, the model explains why audiences are inclined to grant epistemic authority to content creators whose perceived competence and integrity align with their evaluative norms (Lou and Kim, 2019). The complementary mechanism is the parasocial interaction theory: by developing a quasi-social, emotionally committed relationship with media personalities, audiences reduce psychological barriers to persuasion and give the appearance of the credibility and affective force of interpersonal recommendation (Hu, Chen, and Davison, 2019). 
Nonetheless, the tripartite structure of the SCM, in itself, is inadequate, since it theorises credibility as an additive complex, in each dimension making its own contribution towards persuasiveness. This presumption is flawed when used in Gen Z consumers, whose credibility assessments seem to be configurational and not compositional. This paper thus develops a novel theoretical hypothesis: authenticity does not serve as a fourth dimension of credibility; it is a meta-evaluative frame that dictates the SCM dimensions that are invoked in the process of Gen Z making judgments. This suggestion conflicts with the additive-based model and implies a configurational architecture that can only be insufficiently measured by quantitative instruments, which are limited by pre-determined operationalisations.
There are two supplementary frameworks that shed light on aspects that cannot be answered by this proposition. The Elaboration Likelihood Model (ELM) implies that there are central and peripheral ways of persuasion: highly motivated listeners interpret arguments in a systematic way, and less motivated do it through peripheral signals, including the attractiveness of the source (Poyry et al., 2019). In this case, authenticity would act as a motivational gate: perceived as an authentic influencer, the Gen Z consumers use the central route and would consider substantive product communication; perceived as less authentic, the peripheral processing is at play, and PI is contingent on aesthetic or social stimuli. The Purchase intention contextualises itself in the Theory of Planned Behaviour (TPB), in terms of attitude, the subjective norm, and the perceived behavioural control (Bhutto and Rutelione, 2025). Credibility works on an attitude formation basis, and the subjective norm perceptions are formed through parasocial bonds. A bond that is believed to be genuine works better as a normative referent than one that is believed to be a commercially created bond. This triangulation of SCM, ELM and TPB offers a multi-level cognitive, normative, and motivational framework in which credibility-authenticity-PI relationship can be analysed.
Balaban and Szambolics (2022) conceptualise self-perceived authenticity to include continuity, credibility, integrity, symbolism, and transparency on the dimensions of which audiences keep track throughout the lifespan of the parasocial relationship. According to Zniva, Weitzl and Lindmosser (2023), influencers have to be either consistent or new as they cannot be dull and monotonous since authenticity is what audiences value. Poyry et al. (2019) show that viewers consider its absence a breach of relation contract. The majority of counterintuitively, Unalmis, Dirsehan and Erdogmus (2024) and Andonopoulos, Lee and Mathies (2023) demonstrate that under aspirational conditions, inauthenticity can actually cause the positive purchase intention to disclose a threshold effect: once a parasocial bond has been formed, temporary inauthenticity will not destroy PI as long as aspirational inspiration is strong enough.
[image: ]
Figure 1: Proposed Configurational Framework
[bookmark: _Toc225634059]Critical Review of Existing Empirical Research
The empirical evidence points to one common conclusion: the perceived credibility of the influencer has a positive effect on the purchase intention in terms of geographic, cultural, and product-category factors (Coutinho, Dias and Pereira, 2023; Mabkhot, Isa and Mabkhot, 2022; Saad et al., 2025). Shaheen et al. (2025) confirm that content value can heighten the effect of credibility, but Liu and Zheng (2024) confirm that influencer credibility acts as a precondition to brand credibility. In Zaki, Alhomaid and Shared (2025), machine learning is used to validate the computations. This is the most important weakness of these studies: they operationalise credibility by using Likert-scale items and test relationships by using structural equation modelling, confirming but not enlightening on the process by which these relationships are created.
The conflicting results about authenticity are theoretically fruitful, but not unusual. Along with Andonopoulos, Lee and Mathies (2023) or Zniva, Weitzl, and Lindmoser (2023) suggest a threshold effect: the established parasocial relations acquire a protective character, and acute inauthenticity is acceptable in aspirational circumstances. As Kothari et al. (2025) show, authenticity and credibility predict PI, implying dual evaluation schemas and Sesar, Martincevic and Boguszewicz-Kreft (2022) indicate that no such phenomenon is observed in the case of mandatory disclosure, which paradoxically leads to the perceived reduction of credibility. Such tensions are not to be solved by further quantitative measurement; they need the interpretive access afforded by qualitative inquiry.
The two most controversial mediating variables are brand attitude and parasocial interaction. Al-Mu'ani et al. (2023) and Vilas Chavare et al. (2024) prove the brand attitude to be an important credibility-PI intermediary within the Gen Z context, but Chai et al. (2025) suggest the influence of the influencer content on the purchase to be less indirect and less contingent on the brand. According to Garg and Bakshi (2024), Taher et al. (2022) and Lestari and Yopiannor (2025), parasocial interaction is an important trust-PI mediating variable, which is extended to relatability by Putri Ayu Lestari and Islami (2024). The proposition of this study includes a previous step: the authenticity judgment regulates the formation of parasocial bonds, and a subsequent antecedent that prevails in the formation of PI.
The specificity of generations is not well theorised. Bratina and Faganel (2024) show that Gen Z are more sensitive to sincerity signs than Gen X; Ates, Sunar and Erdem (2024) indicate that the ELM affective channel is translated to unplanned purchase by emotional attachment, which bridges the gap between the impulsive behaviour of Gen Z and the affective one. Credibility has a positive PI effect that is confirmed by Widyanto and Agusti (2020), Castillo, Jaramillo and Sy (2022), Duffett and Mxunyelwa (2025), as well as Dickson, Roger, Marklen, Tan and Nurzihan Hassim (2025) in the Indonesian, Filipino, South African, and Southeast Asian Gen Z contexts. Chiu and Ho (2023) show that micro-influencers produce the largest PI signals in Chinese Gen Z, whereas Kurdi et al. (2022) determine the effects of interaction by product categories that ensure the influence type dependency of credibility mechanisms.

Table 1: Key Scholarly Debates in Credibility, Authenticity and Purchase Intention
	Scholarly Position
	Representative Studies
	Critical Limitation

	Credibility drives PI directly.
	Coutinho et al. (2023); Saad et al. (2025)
	Self-reported intention; context-specific samples

	Authenticity as a meta-evaluative frame
	Zniva et al. (2023); Andonopoulos et al. (2023)
	Counter-intuitive threshold effects; boundary conditions unresolved

	Parasocial interaction mediates credibility–PI.
	Garg & Bakshi (2024); Taher et al. (2022); Lestari & Yopiannor (2025)
	Cross-sectional designs ignore the subjective construction of closeness.



[bookmark: _Toc225634060]Contextual Review: Generation Z and the Influencer Marketing Ecosystem
The contextual particularity of influencer interactions of Gen Z is often generalised in the models of consumer behaviour. Sun et al. (2021) reveal that influencer typology aspirational, lifestyle, or expert are important moderators of PI among Chinese gen Z consumers of luxury fashion. Huwaida et al. (2024) situate the concept of Gen Z shopping in the Indonesian social commerce ecosystem, in which trust and social influence co-exist and interact. Fashion influencer reactions of Gen Zers suggested by Milena Fornazaric and Gorenc (2025) differ from those of Millennials; they are more influenced by parasocial identification. As Del, Marile Pretel-Jimenez, and Ruiz-Vinals (2025) show, sustainability-based communication can moderate mechanisms of credibility among Gen Z consumers of fast fashion. Handranata and Kalila (2025) and Madhavedi et al. (2025) verify that the effectiveness of the influencers is determined by the combination of trust, content quality, and brand attitude in the context of apparel. Chen et al. (2024a) realize the disproportionate levels of persuasion created by the niche alignment of micro-influencers and perceived authenticity by Hu et al. (2024). Cheah, Koay and Lim (2024) provide a critical correction: over-endorsement in any case compromises the credibility regardless of the status that was initially in place, and shows a temporal crisis of decay process that cannot be measured by a cross-sectional design.
According to Cabeza-Ramirez et al. (2022b, 2022a), the authors list product involvement and perceived risk as the moderator of the trustworthiness-PI relationship, which supports the argumentation in favor of Gen Z-specific investigation. Pick (2021) presents the concept of psychological ownership as a process by which consumption enactment is increased through follower identification. Onofrei, Filieri and Kennedy (2022) show that both the source and content factors determine behavioural engagement before PI. Extending credibility-PI analysis to beauty products, impulse buying, travel, sustainable tourism, and virtual influencers, respectively: Candra (2023), Koay, Teoh, and Soh (2021), Ghaly (2023), Rajput and Gandhi (2025), and Gerlich (2023).
[bookmark: _Toc225634061]Identification of the Research Gap
The literature to date has increased the quantitative input on Gen Z's intended purchases. Leong, Loi and Woon (2021), Majeed, Owusu-Ansah and Ashmond (2021), Waworuntu, Mandagi and Pangemanan (2022), Jamil et al. (2023), K S and Massand (2025), and Estrada and Maria (2025) study Gen Z PI in different levels of interpretive detail, whereas Luo et al. (2025), An and Ngo (2025), Bhutto and Rutel Unlike the extant literature on influencer credibility which focuses on it in aggregate, no literature has ever been able to systematically investigate how the credibility evaluations between Gen Z and the platform architecture of Instagram aesthetic curation or Tik Tok algorithmic serendipity interact or how these evaluations change through time within the lifecycle of the parasocial relationship. Chen et al. (2024b) admit that the ways in which influencer marketing determines the purchase intention are still partially unclear, which Liu (2025) explains by the fact that the field relies on the integrated application of quantitative models. Zhang and Mac (2023), Liang, Xu and Huang (2024), and Yao, Meng and Wei (2025) begin discussing affective dimensions without presenting, in their own words, the account of the credibility evaluation that Gen Z consumers undergo. This gap, the lack of interpretivist, qualitatively based inquiry into the meaning-making processes by which the credibility judgements of Gen Z are constructed, performed and refined in platform contexts and at different stages of the relationship, is exactly what this study will fill in.

[bookmark: _Toc225634062]Research Methodology
[bookmark: _Toc225634063]Research Philosophy
The research philosophy in this research is the interpretivist approach, which is based on the ontological assumption that social reality is a subjectively constructed phenomenon in which human experience takes place and exists as a subjective phenomenon that cannot be objectively measured (Saunders, Lewis and Thornhill, 2023). Interpretivism assumes that social meanings are context-generated and can only be perceived through the prism of the subjective experiences of the consumer themselves, a position perfectly compatible with the goals of the present study to establish how Gen Z consumers form and react to credibility cues and not the frequency of these reactions. The positivism alternative that dominates influencer marketing literature assumes that the social phenomenon can be seen externally where the causal laws are produced by testing the hypothesis (Bickman and Rog, 2009). Although positive evidence can be obtained through positivism, it cannot prove the subjective and interpretive processes underlying this question, because such processes are epistemologically impossible. The interpretivist stance assumes the researcher to be a reflexive co-creator of knowledge, whose interpretive choices are subject to the process of knowledge production and need to be explicitly recognised (Leavy, 2015).
[bookmark: _Toc225634064]Research Approach
In line with the interpretivist philosophy, this research adopts an inductive approach. Instead of having pre-determined hypotheses, the inductive methodology starts with factual information and develops theoretical knowledge based on the patterns and meanings (Saunders, Lewis and Thornhill, 2023). Although the SCM, ELM and TPB offer sensitising conceptual frameworks, the qualitative, experiential aspects of credibility assessment among Gen Z remain inadequately developed on a theoretical level. An inductive design consequently allows the investigation to be informed by participants' views, and therefore, new information would emerge that is suppressed by deductive designs.
[bookmark: _Toc225634065]Methodological Choice
As a mono-method design, a qualitative design is embraced. The qualitative methods can be applied in cases when it is needed to investigate the depth and complexity of social phenomena instead of quantifying their frequency (Leavy, 2015). A mixed-methods sequential design, with qualitative exploration followed by quantitative testing, was an option. There is a lot of quantitative correlational data available in the field, but no accounts of credibility evaluation based on participant accounts. It would be like adding a qualitative strand back to the already existing one. Mono-method qualitative design is thus the most epistemologically consistent answer to the identified gap, with the shortcomings mentioned in Section 3.9.
[bookmark: _Toc225634066]Research Strategy
The study design involves semi-structured interviewing, which is through individual interviewing on purposely selected participants. The most common tool for interpretivist inquiries that aim to achieve both thematic and experiential depth is semi-structured interviews (Saunders, Lewis, and Thornhill, 2023). They are also not as rigid as fully structured instruments, as they have a prepared topic guide but allow flexibility to follow emergent themes. The guide will answer: how the participants define the credibility and authenticity of influencers; how the platform architecture, Instagram aesthetic curation, versus TikTok algorithmic serendipity, affects the credibility rating; the temporal dynamics of the formation of the parasocial bond; and under what circumstances the perception of credibility can be converted into purchase intention. The interviews will be done through video call with consent, audio-recorded, and transcribed literally.
[bookmark: _Toc225634067]Time Horizon
The time horizon for this study is cross-sectional, as the data will be gathered at a single point in time (Saunders, Lewis, and Thornhill, 2023). It suits a case of exploratory research that creates a rich context for existing Gen Z credibility perceptions. The study is also limited by its design to capture these temporal dynamics of the development of parasocial relationships or credibility erosion, but this weakness has been admitted in Section 3.9.
[bookmark: _Toc225634068]Sampling Strategy
The purposive sampling technique will be used to select 20 participants who possess the traits and experiences needed to answer the research questions in an analytical manner (Bickman and Rog, 2009). This is an adequate sample size according to the expected standards of thematic saturation in semi-structured interviews, in which themes usually level off at the range of 12 to 20 participants (Leavy, 2015). The second criterion will be maximum variation, ensuring the sample is diverse in terms of gender, level of education, geographic location in the UK, and main social media platform. The participants will be members of Generation Z (born 1997-2012) who follow at least one content creator, have made at least one influencer-influenced purchase in the last 12 months, and are ready to agree to a recorded interview in English.
[bookmark: _Toc225634069]Data Analysis
Data analysis will be conducted using the reflexive thematic analysis (RTA) framework by Braun and Clarke (2006, 2021), which is the most epistemologically compatible approach to the interpretivist, inductive design of this research. A discontinuity needs to be set between RTA and reliability-oriented methods of codebook due to the fact that codebook thematic analysis assesses inter-rater agreement as a metric of rigour, a positivistic standard based on the belief that there are themes in data that are independent of the researcher (Saunders, Lewis and Thornhill, 2023). RTA, in its turn, positions the researcher as a reflexive knowledge producer whose interpretive subjectivity is not a bias that is to be reduced to a minimum, and whose interpretive subjectivity is rather an epistemological asset that has to be managed openly. RTA themes do not exist; they are created in the course of the enduring, cyclic interaction with the information, a stance that is completely consistent with the interpretivist philosophy and cannot be applied by the logic of reliability of positivist codebook methodologies.
The analysis procedure shall follow six consecutive steps as familiarisation with transcripts by repeated reading and annotation; generation of preliminary codes which tag relevant data units; building of candidate themes which involves matching related codes; review and refinement of themes with the entire data; defining and naming themes; and creation of the written analysis which involves the elaboration of the themes using quotes of the participants and the SCM, ELM, and TPB frameworks. Data management will be supported with the help of NVivo software. An analytical journal, which will be reflexive in nature, will be kept in which interpretive decisions will be recorded in each phase.
[bookmark: _Toc225634070]Ethical Considerations
Informed Consent: A participant information Sheet (PIS) will be given at least 72 hours before every interview, which will state the purpose of the research, what will be involved, how long the research will be (45-60 minutes), whether the research is being recorded, and the rights of the participants. Digital consent will be taken in written form before the collection of data.
Right to Withdraw: All participants have the discretionary right to leave at any given time, even the right to leave their data after two weeks of the session, without any justification and without any repercussions.
Anonymity and Confidentiality: Since the researcher knows the participants, the level of confidentiality exists. Transcripts and outputs will use the pseudonyms (Participant A through T) of all participants. At the transcription stage, identification will be done away with.
GDPR Compliance: All information will be gathered, stored, and processed in accordance with the UK General Data Protection Regulation. The data will be saved in encrypted, password-protected folders in cloud storage registered by the university. Information will be stored within a period of one year after final submission and the subsequent deletion thereafter.
Researcher Safety: All the interviews will be carried out through video conferencing only. Each session will be preceded by the researcher informing a close colleague that they have been scheduled to work on the issue at hand. There is a well-defined exit policy in case one of the participants gets out of hand.
[bookmark: _Toc225634071]Limitations of the Study
Three substantive limitations are recognised. To begin with, the cross-sectional design does not allow for researching the dynamics of credibility perception over time, such as the development of parasocial bonds over time or the fact that over-endorsement of a person harms credibility in the long term. The research produces an interpretive account, not a developmental account.
Second, the purposive, qualitative design restricts statistical generalisation. The study yields analytically transferable, not statistically representative, results, a decision that merits the identified gap but needs interpretive treatment when generalising results to the various national or platform-specific settings.
Third, purchase intention is a proxy variable, which is an expression of inclination and not actual behaviour. This paper explores the decision-making and story logics in which intentions are made. The reasoning and meaning-making behind credibility perception-behaviour inclination is reached by qualitative methods in a way that cannot be reproduced on a Likert-scale instrument. This emphasis on intent is thus epistemologically suitable when it comes to research issues involving interpretive action as opposed to quantifiable results. Interpretive predispositions might be introduced with the help of the researcher positionality that can be addressed by means of reflexive journalling, peer debriefing, and direct assumption-testing in the interview protocol.
[bookmark: _Toc225634072]Resource Implications and Contingency Planning
The costs of the main resource are not financial costs but time costs. Sampling is free since recruitment is done through university networks. Video conferencing does away with travel expenses. The most intensive one is transcription: the approximate four hours per hour interview with 20 participants means 80 hours of transcription time is reserved. NVivo can be licensed by universities at no extra expense. The amount of direct cash spending is considered to be less than PS50. The contingency planning covers three main risks: participant attrition will be countered by recruiting 25 early participants and having a backup list; ethics approval delays will be handled by having a six-week buffer; and data quality will be addressed by holding a pilot interview with two participants before full fieldwork is undertaken.


[bookmark: _Toc225634073]Outcomes and Timetable
[bookmark: _Toc225634074]Expected Outcomes and Contribution
The research will result in two types of contributions that address the gap identified in Section 2.4. Scholarly, the work will offer an original interpretivist, qualitative study of how Gen Z consumers make credibility and authenticity judgments through varying platform architectures and stages of parasocial relationships in the UK. It will specify the initial theoretical assumption that authenticity is a meta-evaluative frame that identifies which dimensions of SCM are engaged in credibility judgements of Gen Z as opposed to being an additive fourth dimension. This challenges the compositional rationality of the prevailing quantitative literature and presents a qualitatively developed alternative, which can be operationalised and tested in future studies. The ELM and TPB paradigms will put emergent themes into perspective, relating interpretive results to theoretical traditions, and enhancing analytical transferability.
In practical terms, the study will provide digital marketing planners, brand managers, and influencer agencies with evidence-based knowledge of the specific features, behaviours, and platform-specific factors that Gen Z consumers perceive as credible and authentic. The results can be applied in practice to influencer selection, content strategy, disclosure management, and campaign design.
[bookmark: _Toc225634075]Gantt Chart and Timeline Narrative
The research will be carried out in 16 weeks, in order to allow ethics approval first before data is gathered and adequate time is set to carry out transcription, analysis, and writing. First two weeks, Weeks 1-2: literature finalisation. The preparation and submission of ethics is discussed during weeks 2-3. Weeks 3-4 entail development and pilot testing of the interview guide. Weeks 4-6 allow the ethics approval period, with a three-week buffer. In weeks 7-9, the primary data will be collected at a rate of about two interviews per week. Weeks 8-10 are transcription and subsequent data collection. Reflexive thematic analysis will be done in weeks 10-12. Weeks 11-13 involve writing of findings and discussion. Weeks 13-14 deal with proofreading and formatting. The last review and submission are scheduled for weeks 15-16. Important dependencies: data collection should not start without an ethics approval; transcription should not start without reaching the 50% mark before thematic analysis; the pilot interview has to be done, and the guide refined before full fieldwork.
[image: ]
Figure 2:Research Timeline 16-Week Gantt Chart
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